R esearch confirms it. Fiber is becoming a leading nutrient that's actively sought out by consumers in the United States, Brazil, and Mexico. Dietary fiber isn't a new nutrient. Its application in food, however, is relatively new. With roots primarily in the dairy industry, dietary fiber is now making regular appearances in foods such as breads, muffins, and cereals, as well as savory treats, such as cakes and pies. Although fiber once had the reputation of promoting a bland, cardboard-like taste, current dietary fiber formulations may help to change that perception, as they have been shown to provide many health benefits, such as promoting gut health in the foods that people desire.
An Emerging Trend: Healthy Living
The abundance of reality slim-down shows, diet supplements, weight loss programs, fitness centers, and health and wellness magazines all point to one key fact: consumers are increasingly interested in are willing to pay extra for foods offering these benefits.
The NBJ (6) also found that more than 25% of consumers spend between 50 and 74% of their grocery budgets on healthy foods. This confirms that food manufacturers have profitable opportunities to convert traditionally energy-dense foods, such as cookies, into more healthful fare.
Tipping the Scales
Several research reports have arrived at the same conclusion: obesity is an epidemic and fiber is an important nutrient to help combat it. The prevalence of obesity in the United States has "doubled" in the past 20 years, as reported by the Centers for Disease Control and Prevention (CDC) (1) . The CDC asserts that weight gain can be attributed to the increased availability of energy-dense foods. To reverse this trend, the CDC recommends that consumers avoid energy-dense foods and increase their intake of high-water, high-fiber foods.
The USDA (9) reports that only 1 in 5 Americans is getting the recommended daily serving of fiber in their diet (25 g of fiber for women; 38 g of fiber for men). In a 2008 survey, the International Food Information Council Foundation (IFIC) (5) found that 77% of people are proactively trying to consume additional fiber.
Last year, the Associated Press (3) (2) reported that nearly 50% of all food retailers in the United States provide consumers with health seminars, disease management programs, health-focused shelf tags, and store tours of healthily positioned products. Eating healthier fare may become an ongoing action. Tate & Lyle, a manufacturer of renewable food and industrial ingredients, found that over the past two years, 65% of Americans, 67% of Brazilians, and 69% of Mexicans report having a greater interest in healthy eating. Healthy living doesn't plateau at interest, though. Fifty-seven percent of Americans are looking for ways to eat healthier while 52% of Brazilians and 67% of Mexicans are taking similar action.
For many consumers, the inclusion of fiber serves as an indication of a product that's healthy. The Nutrition Business Journal (NBJ) (6) reported in 2008 that nearly 52% of consumers found that products containing fiber attribute to their purchasing decision. This is more than products touting reduced sugar, added vitamins, minerals, and antioxidants, and reduced calories. Further, Tate & Lyle's (8) research shows that consumers are looking to fiber as a value-added ingredient for benefits, such as weight management, immunity defense, and healthy digestion, and ingredients list; and 49% look for fiber (8) . More than 60% look for ingredients, such as fiber, that they recognize on the label (8) .
In terms of label statements, Brazilians find the following appealing (9):
• Baked goods: 62% believe "now healthier, with fiber," while 75% find "helps your intestinal flora" appealing • Snacks and meal replacements: 67% find "rich in fiber," while 70% find "helps your intestinal flora" appealing
Fiber Content Impacts Parental Purchase Decisions
Kids need fiber, too. In the United States, the daily recommended intakes of fiber are 19 g for 1-to 3-year-old kids and 25 g for 4-to 8-year-old kids (10) . However, very few kids would probably eagerly dive into foods with a "healthy halo," such as fiberrich foods.
Despite geographic location, Tate & Lyle's research uncovered that parents in the United States, Brazil, and Mexico believe dietary fiber is a key nutrient and parents have adopted label reading for foods eaten by their kids as a healthy habit (8) .
In the United States (8):
• Nearly 70% of parents believe fiber is an important component of a child's diet.
• Six out of 10 parents say fiber is useful to help maintain or control children's health.
• Thirty-five percent of parents believe that consuming food/drink products with fiber help their children's digestion. In 2002, Mexico's National Institute of Public Health (3) reported that 30% of elementary school-aged children and 45% of adolescents were overweight or obese. Tate & Lyle's research (8) found that dietary fiber is a key nutrient for parents to keep in mind when considering products for their children and reading labels is a healthy habit they have adopted when purchasing food for their children. Furthermore, Tate & Lyle (8) also found that:
• Forty-three percent of parents report actively thinking of including dietary fiber in their children's diet.
• Eighty-two percent of parents agree that dietary fiber is an important component of their children's diets; 74% agree that they read labels more often if the product is for their children. In addition, Brazilian parents also prefer healthier options for their children. Tate & Lyle's research (8) found that more than 80% of parents read food and beverage labels more closely when shopping for their Brazil, a country revered for its beaches and known for a historical aversion to obesity, revealed that the country's population of overweight adults topped 40% four years ago (7) .
Tate & Lyle's market research (8) found that 69% of U.S. consumers catapulted weight management to number one on their health concern list. In Brazil, 76% believe weight is an important issue, while 79% of Mexicans also agree.
The various reports are telltale signs that obesity is a key concern of U.S. and Latin American health and government organizations, as well as consumers. With marketers and scientists tasked with creating products that ensure bottom lines stay in the green, opportunities to establish brandloyal, health-conscious consumers exist, especially in the grains and savory sweets categories that include fiber as a key ingredient.
Immunity Defense & Digestive Health
While weight management is a major concern in the United States and Latin America, digestive health and immunity defense prove to be important to consumers as well. In the United States, Tate & Lyle's (8) research found that 66% of consumers believe supporting a healthy immune system is an important health issue, while 61% of people say maintaining healthy digestion is of great importance.
Similar statistics for immunity defense were detected in Latin America (8) . Brazilians say helping intestinal flora (78%) and supporting a healthy immune system (77%) are important health issues. Mexicans think the most important reason for consuming fiber is for good digestion; 76% say they perceive maintaining healthy digestion as a key positioning opportunity for food manufacturers.
Healthy Eating-One Label at a Time
When it comes to getting clues to support healthy eating in the United States, consumers have become label sleuths. In its 2008 "Food & Health Survey" (5), the IFIC found that 51% of consumers look at ingredients when deciding what to purchase or eat.
IFIC's survey (5) also found that 52% of Americans look for fiber on the FDA's nutrition facts panel. While the FDA's nutrition facts panel is integral to the decision-making process, Tate & Lyle's research (8) confirmed that 50% of U.S. consumers also trust information about fiber content listed on the package. This is more than they trust friends, in-store information, the Internet, word of mouth, the media, and manufacturers' ads. The company's research also found that more than 60% of consumers rely on labels for clues to determine whether a product is healthy and 50% of consumers agree that they read labels when they are looking to add a particular nutrient to their diet.
When considering content on packages, U.S. consumers find these label statements appealing (8):
• Bagels, rolls, and English muffins: 62% as an "excellent source of fiber" and 62% for "promoting healthy digestion" • Bakery mixes: 60% as an "excellent source of fiber" and 65% "for good digestive health" • Bread: 67% as an "excellent source of fiber" and 57% for "supporting a healthy immune system" • Cookies: 53% as an "excellent source of fiber" and 58% "for good digestive health" • Pies, cakes, and snack cakes: 51% as a "good source of fiber" and 57% "for good digestive health" In Mexico, food ingredients impact purchase decisions most of the time (8) . The top three reasons Mexicans use food labels are to add nutrients, such as dietary fiber, to their diets; determine the "healthfulness" of products; and limit the perceived, potentially "negative" ingredients. Seventy-three percent of consumers agree that they are familiar with fiber when it is on a label.
Mexicans find label statements about fiber content and digestion appealing on products (8):
• Baked goods: 71% find "excellent source of fiber" and 81% find "for healthy digestion" appealing • Cereals and grains: 78% equally find "high in fiber" and "excellent source of fiber" and 82% find "for healthy digestion" appealing Food ingredients are also a matter of great importance in Brazil. Tate & Lyle found that Brazilian consumers are concerned about products containing ingredients that are unfamiliar. In fact, 48% attest to reading nutritional facts and ingredients labels on the products they purchase; 71% seek caloric information; 61% look at the kids. When considering what nutrients to feed their kids, 84% of parents believe fiber is an important component of their child's diet.
Boost Profits with Fiber
Boosting the fiber content in food can attract and maintain consumers, which can help positively drive the bottom line for manufacturers. Despite long-standing beliefs about fiber's bland taste, Tate and Lyle's consumer market research (8) shows that 64% of consumers believe fiber can taste good. The research also found that consumers rated the following foods with added fiber appealing:
• 
